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To be the number one program of its kind.

To find “differentiators” that distinguish it from other
programs.

To create a network of strategic communication
professionals who help and serve one another in the
program and after.

OBJECTIVES
AND G OALS evidenced by “‘success stories” shared by Jason Archer

To increase the careers success of its students, as

about Greg Teachout and other students.

Current enrollment in the program:

Approximately 120 students
Program start: 2016



https://www.youtube.com/channel/UCpi32f6rofbNcq6lf_0L9nA

MSU Master of Strategic
Communication Program Objectives

Become a leader in driving the technology behind
marketing.

Develop a digital marketing strategy.
Apply the latest digital innovations such as mobile,
social media, location based services and big data to

marketing campaigns.

Integrate marketing, advertising, sales and logistics
across physical and digital channels.

Collect, analyze and interpret digital marketing data to
inform decision-making.




Strengths of the program
Uniqueness
Growing need in the market
Online and designed for the working professional
MSU Communication programs reputation

Credited and quality professors

BRAND

Weakness of the program

ANALYSIS Newness of program

Small market

Limited reach

“Strategic Communications” is a relatively new concept

MSU as a wholes favorability (Nassar Scandal)




Comparative Brand Analysis
Brand Share Top 3 Strat Com Programs:

Texas Technical University’s Master of Strategic Communications & Innovation
University of Florida’s Master of Strategic Global Communication
Michigan State University’s Master of Strategic Communication

MSU is ranked 3 behind these two programs
MSU Strat Com is the only programs with a social media presence

Challenges to Brand Share Measurement:
Scarce data in Meltwater pertaining to specific programs (but
not to the universities at large)
Newness of programs
Limited social media following and activity

Social Media Reach of Each University (non program specific)

Social Media Channel | MSU (All) TTU (All) U of Florida (All)

Facebook Followers 468,186 243,191 650,154
Facebook Page Likes [EILRK]S 253,492 674,627
Twitter Followers 231,000 156,000 181,000

LinkedIn Followers 398,332 191,061 383,649

Social Media Reach

FB Followers 213

FB Page Likes 224

Twitter Followers 131

LinkedIn Followers 57




Stage of Ongoing Discovery
Pioneer program for MSU

_ Program is approaching it’s third year

First two years were about growth and
understanding

BR.AND Coming years will be about refinement
GROWTH and alignment to audience needs

First cohort of students set to graduate
December 2018

Brand will strengthen by showing impact
it’s had on students and the community

"MSU
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MSU Master of Strategic
Communication Program Audience

* Brand Audience:
= Career Professionals
» Undergraduate Students,
* Recent Undergraduate Grads
= Employers
= Business Owners

= Careers of Current/Potential Students:
= Digital Marketing
= PR
= Advertising
* Graphic Design
= Business Management
* Journalist
= Student
= Communications




* Demographic
* Location: United States
= Average Age:32.4

* Education: Bachelors Degree or Higher
* Gender: 1.1 Female to .8 Male
= White Female graduates, who earn most of the degrees in
this field, are the most common combination of
AUD I E N C E race/ethnicity and gender
ANALYSIS Gender Imbalance for Common Institutions for Communications Majors
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Enrolled Student Audience Insights

Keywords Used During Research Phase:
Strategic communication programs
Digital media strategies
Socilal media management
Digital marketing
Career advancement strategic communication
Master of strategic communication degree
Socilal media management

In-Depth Interviewee (1 2 3

Keyword Positive Influence, Leader, thought Leader, formal
Sentiments competence, digital, leadership education,
strategies advantages

Keywords Negative Unknown, Unfamiliar Emerging, unfamiliar
Sentiments competitive

AN BRI GV G ROl Jobs, reputation, MSU, college Potential employers,

Join Program resume reputation, Spartan, skills, job

job growth,

opportunities
Keywords Highest Current research Current information, = Newest information,
Priorities for Program best practices, strategies,

research comprehensive




_ Current/Potential Student Needs
Online Program

Career Change or Advancement
Work, Life, and School Balance

AUDIENCE ROL

N E E D S Affordability

Support System
Guidance Counseling
Career Services

Tutoring
Certifications




STRATEGY

RECOMMENDATION




Strategy Recommendation
Part 1: TEDx

Content Strategy:
Utilize MSU TEDx to educate the public about strategic
communication
Platform to share insights in the field
Encourage thought leadership within program

1. Make the MSU TEDx the domain of the strategic
communication program by making students curators and
presenters.

2. Focus MSU TEDx talks on enlightening the audience about
topics relevant to the master’s-level program.

3. Make promoting MSU TEDx part of the class curriculum to
integrate concepts of thought leadership, the consumer journey,
persuasion, ethics and research into real practice through the
production of TEDx talks, discussion, promotion and distribution.




Measurement Strategy

Number of Views
Video Engagement
Likes
Reach
Share
Video Analytics

Audience Attendees

Survey Audience




Strategy Recommendation
Part 2: Blogs

Content Strategy: Blogs
Educate the public about strategic communication
Provide valuable insights to the field of communications
Share student and professors testimonials and
Create infographics that explain key areas and its
importance in the communication field.

1. Utilize blogs as a way to generate traffic to StratCom page and
bring awareness of the program to potential students.

2. Use blog posts as ways to engage audiences’ on social media
sites Facebook, Twitter and LinkedIn.

3. Make creating a blog post part of the curriculum for classes
that involve social media marketing, leadership or storytelling.




Measurement Strategy

_ Traffic Generated from Link Clicks

Track Path Followed on Website
Post Engagement on SM

Likes

Shares

Reach

Comments

Capture Audience Insights

Better define audience with insights

Retarget potential students




MSU Master of Strategic
Communication Program Summary

= Program Infancy
= Using current students to understand strengths and weaknesses of
program
= Utilize insights to adapt program to suit needs
= Growing Market Need
= Professionals looking for career advancement
= Changing culture of marketing/communications
= Employers looking for strategic thinkers
= Brand Awareness Growth
= As program grows and students begin graduating
= Keywords established from research to increase SEO
= Overall sentiment towards program is positive
= Target Audience Taking Shape
= Based on current student insights
* Continued understanding of potential student needs
= Social Media Reach
= Continued utilization of SM pages
= Utilizing blogs and TEDx to start conversations and engage with
audience
= Provide value and knowledge with content shared




